This paper extended the theory of planning behavior (ETPB) to examine the antecedents of consumer behavioral intention in order to explore the sustainable factors of a landscape restaurant. Following theory of planned behavior (TPB) and the related literature for landscape perception and preference, we initially developed a preliminary list of items, and after the expert review and pre-test, we employed a 33-item measure under a five-factor structure and collected a total of 395 valid questionnaires. The empirical results show that landscape perception and preference (LP&P), attitude (AT), subjective norm (SN), and perceived behavior control (PBC) have positive impacts, among which LP&P has the most significantly positive impact on consumer behavioral intention. Thus, ETPB helps contribute to the decision-making model of landscape restaurants. Lastly, we discuss managerial implications and future research directions.
Introduction
Along with the importance of leisure activities in Taiwan, the number of restaurants has increased year after year and has led to a booming food and beverage industry, with landscape restaurants-which have both leisure and dining features-becoming more and more popular. There are currently over 1020 landscape restaurants found in the world when browsing the TripAdvisor's website using the keywords "Landscape restaurant". For example, some landscape restaurants in the vineyard region of Australia described themselves with the sentence, "Adding to the unique quality of our dishes is the unrivalled environment in which they're served". How is the term landscape restaurant employed in Taiwan? Landscape restaurants in this country differ from general restaurants in that they have a landscape view and have a theme related to their surroundings, such as having a nautical theme around a harbor, or in the mountains of Taiwan a restaurant may use aboriginal culture for its décor. Landscape restaurants, as the name implies, provide both food and beverage service along with an attractive landscape environment that makes consumers feel a sense of pleasure and coziness. However, because landscape restaurants are most often located in rural areas, their locations are commonly less convenient with limited transportation options. This implies that consumers likely make a comprehensive plan to visit such restaurants. At the same time, landscape restaurants mostly incorporate natural landscape features found outside of cities with internal decoration to attract people. Even though landscape restaurants in Taiwan demonstrate diversified themes along with a good scenic spot and offer delicious cuisine in order to attract more customers, many of them fail within three years. How to attract consumers in this dining and leisure environment has consequently become one of the primary concerns of the industry. Ajzen in 1985 [11] proposed TPB and stated that perceived behavioral control (PBC), attitude (AT), and subjective norm (SN) had influences on an individual's behavioral intention [18] . Here, AT denotes the person's attitude toward the behavior. It is the response of continuous assessment of a like or dislike for a particular action. Researchers noted that AT can predict possible behavior.
Jang et al. [10] extended TPB to explore antecedents of customers' behavioral intentions in visiting environmentally friendly restaurants and found that AT has a positive effect on customers' intentions in an environmentally friendly restaurant. Kim et al. [19] augmented TPB to look into a customer's selection to an eco-friendly restaurant and indicated that AT has a positive impact on choosing an eco-friendly restaurant. Tommasetti et al. [20] extended TPB to investigate customers' perception of restaurants' sustainability. Based on the literature review, this paper proposes the first hypothesis H1 as below. Hypothesis 1. Attitude has a significant and positive effect on consumer behavioral intention toward a landscape restaurant.
The second element of TPB, subjective norm (SN), denotes the perceived social stress that an individual has adhered to or not in order to perform a particular behavior. SN claims that other reference groups (such as parents, spouses, friends, teachers, colleagues, etc.) could guide a particular behavioral intention. SN could be normative beliefs, perceived social norms from important reference groups, and an impetus to act in accordance with those important referents.
Jang et al. [10] found that SN has a positive effect on behavioral intention in an environmentally friendly restaurant. Sánchez et al. [21] examined the willingness-to-pay to noise reduction in road transportation by extending TPB and showed that SN positively impacted on behavioral intention. According to the literature support and TPB, this paper establishes the second hypothesis.
Hypothesis 2. Subjective norm positively impacts on consumer behavioral intention toward a landscape restaurant.
The third construct of TPB is perceived behavioral control (PBC), which denotes to the perceived control ability of the required resources and opportunities in a particular behavior of an individual. In addition to personal desire and attempt, it also includes time, money, skills, opportunities, abilities, resources, or policies and other uncontrollable non-motivational factors of individuals that relate to the control of individual behavior. The limitation of PCB can be divided into self-efficacy and external resources. Self-efficacy refers to the cognition of one person who can complete the behavior. External resources refer to the availability of resources and the degree of accessibility. Both of them may affect the individual to make a decision on a behavior. Jang et al. [10] applied the TPB with another new construct to explore a customer's selection to an eco-friendly restaurant and found that PBC positive impacted on the behavioral intention of the environmental friendly restaurant. Sánchez et al. [21] also noted PBC has a positive impact to reduce noise pollution in road transportation. Chou et al. [22] investigated the factors of adopting green practices in the restaurant industry of Taiwan, presenting results that attitude and PBC have positive effects on behavioral intention. Chang and Chou [23] examined consumer behavioral intention toward bringing your own shopping bags (BYOSB) in Taiwan, noting that attitude and PBC have a positive effect on BYOSB.
The dependent construct in TPB is behavioral intention (BI). BI refers to individuals' specific behaviors and the degree of actual action, such that the variable explains and predicts the actual behavior. We thus establish the next hypothesis. 
Landscape Perception and Preference
Chen et al. [13] pointed out that landscape perception and preference (LP&P) had a significantly positive effect on consumers' behavioral intention on a restaurant. Respondents' landscape perception of naturalness affects their landscape preference through restoration and further affects their consumption intention. Hypothesis 4. Landscape perception and preference have a significantly positive effect on consumer behavioral intention toward a landscape restaurant.
Methodology

Research Structure
The current research adopts TPB theory that properly illustrates customers' behavioral intentions to visit a landscape restaurant in order to propose a model with the additional variable of landscape perception and preference. Figure 1 depicts the proposed model. There are five constructs in this research structure: attitude, subjective norm, perceived behavioral control, and landscape perception and preference as the independent variables and behavioral intention as the dependent variable. Chen et al. [13] pointed out that landscape perception and preference (LP&P) had a significantly positive effect on consumers' behavioral intention on a restaurant. Respondents' landscape perception of naturalness affects their landscape preference through restoration and further affects their consumption intention. 
Methodology
Research Structure
The current research adopts TPB theory that properly illustrates customers' behavioral intentions to visit a landscape restaurant in order to propose a model with the additional variable of landscape perception and preference. Figure 1 depicts the proposed model. There are five constructs in this research structure: attitude, subjective norm, perceived behavioral control, and landscape perception and preference as the independent variables and behavioral intention as the dependent variable.
TPB means the theory of planned behavior; ETPB means the extended TPB. 
Research Design and Questionnaire
Research Design
According to TPB and the related literature, we initially develop a preliminary list of items. Following the expert examination and pre-test, the instrument used herein is a 33-item measure under a five-factor structure.
Questionnaire
There are five constructs in this questionnaire: LP&P, AT, SN, PBC, and BI. All items in SN, PBC, and BI were measured using a 7-point Likert-type scale. LP&P and AT are measured on a 7-point semantic differential scale; for example:
For you, dining at the landscape restaurant is very expensive 
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Questionnaire
For you, dining at the landscape restaurant is very expensive Agree __1__:__2__:__3__:__4__:__5__:__6__:__7__ disagree For the LP&P measurement, it is based on Chen et al. [13] on the concept of LP&P constructed from a total of eight questions measured using a 7-point semantic differential scale; for example:
The scenery of your favorite landscape restaurant is artificial-natural. The scenery of your favorite landscape restaurant is nothing special-attractive. The AT scale is based on Ajzen [24] for the construction of the TPB questionnaire, and the purpose of this study is to amend a total of 12 questions measured by a 7-point semantic differential scale; for example:
For you, dining in a landscape restaurant is very expensive-good value for money. For you, dining in a landscape restaurant is very boring-pleasant. The SN scale is also based on Ajzen [24] and amends to a total of five questions. Respondents were asked about their opinions of landscape restaurants for the referred important individuals, groups, and media messages, and whether they support dining in a landscape restaurant.
The PBC scale of the study is based on Ajzen [24] on TPB. In total, five questions were established. The BI scale was modified from the study of Jun and Arendt [9] and Kang et al. [25] . In total, three questions were proposed for asking about the willingness to revisit or to recommend others to go to landscape restaurants.
Sampling and Survey Method
We distributed the questionnaire to the customers who had visited landscape restaurants. In order to screen out those respondents who have not visited landscape restaurants, the first question asked is, "Have you ever been to landscape restaurants for dining?" A total of 500 questionnaires were distributed to customers who were interested in landscape restaurants in Taiwan through a face-to-face survey. The face-to-face survey was conducted by trained interviewers in various locations to collect data.
The qualified participants were provided with the purpose of the study and the definition of a landscape restaurant. In this study, a landscape restaurant is defined as a restaurant that provides not only food and beverage services, but also natural scenery or artificial landscape [11] .
Out of the 500 customers a total of 395 usable responses from participants during the two-month survey period. Among respondents 65.3% are female (n = 258, 65.3%). The age distribution was 128 respondents (32.4%) 21-30 years and 107 (27.1%) 31-40 years old. Educational backgrounds were 259 (65.6%) university graduates, while the monthly individual incomes were 22.53% of respondents ranging NT$20,000-40,000 (US$1 = NT$30.9 as of 2019/4/14).
Research has suggested that the regression model performs better than the structure equation model (SEM) in exploratory studies [26, 27] . Bryne [28] indicated that each one of three SEM software-AMOS, PLS, and LISREL-differs in the way it treats missing data and offer many methods to users to handle incomplete data. Different software produces different types of fit indices. However, the regression analysis using the SPSS program is properly executed and easier to use [26, 27] . 
Empirical Results
Descriptive Statistics
Reliability and Validity
This paper used Cronbach's α to measure the internal consistency among items within one dimension. We further used composite reliability to assess the construct reliability, while factor loadings and average variance extracted (AVE) were used to respectively examine the convergent validity and discriminant validity. Table 2 presents the validity and reliability of the measurement models. In social psychological research, a Cronbach's α value above 0.7 is acceptable [29] . This study shows adequate reliability, as the Cronbach's α values range from 0.801 to 0.903 for each construct. The composite reliability (CR) values range from 0.883 to 0.921, which shows that all values exceed the recommended level of 0.6 [30] . The value of factor loadings of all items is above the recommended level of 0.6 as suggested. The value of AVE is close to 0.5 and higher [31] . Table 3 summarized all the validity and reliability results. 
Regression Analysis
The extant literature suggests that the regression model is better than the SEM in exploratory studies [26, 27] . This study therefore uses a multiple regression model to explore the impacts of AT, SN, PBC, and LP&P on the behavioral intention of landscape restaurants. Table 4 lists the regression results, which show R is 0.771 and R 2 is 0.595, denoting that AT, SN, PBC, and LP&P can explain the 59.5% variation of behavioral intention. The variance inflation factor (VIF) examines the collinearity of independent variables, and they are between 1.189 and 2.002, or less than 10, indicating no collinearity problems. From Table 4 , we obtain the standardized regression Equation (1):
Equation (1) expresses that BI is used as the dependent variable, while AT, SN, PBC, and LP&P are independent variables. The most influential factor toward the behavioral intention of the landscape restaurants is LP&P, compared to the other independent variables. Figure 2 illustrates the regression results. landscape restaurants is LP&P, compared to the other independent variables. Figure 2 illustrates the regression results. 
Discussions, Implications, and Future Research
Discussion
This research empirically finds that LP&P is the most influential factor toward the behavioral intention of landscape restaurants, which matches the works of Yadav and Pathak [32] and Kim et al. [19] . In their study of behavioral intention for green food purchase by younger consumers, Yadav and Pathak [32] noted that environmental concern and environmental understanding positively impacted on behavioral intention. Kim et al. [19] , in their study of the behavioral intention toward eco-friendly restaurants, suggested that the addition of another emotional component-such as anticipated regret-to TPB leads to a better explanation of behavioral intention in these restaurants. This paper also added one variable, which is the characteristics of the landscape restaurant, yielding the most influential factor, LP&P, toward the behavioral intention of this type of restaurant. Jang et al. [10] , in their study of behavior intention for visiting environmentally friendly restaurants, proposed that environmental concerns (EC) have a positive effect on AT, SN, and PBC. Moreover, EC, AT, PBC, and SN had positive impacts on the customers' behavioral intention toward environmentally friendly restaurants. Liu and Jang [33] indicated that the environment (new construct added into TPB model) contributes to customers' overall satisfaction and their post-dining behavioral intentions. Jang et al. [10] also contributed to the empirical findings that three constructs of TPB with other extra constructs had significant impacts on customer behavioral intention to visit an environmentally friendly restaurant. Whitehouse et al. [5] validated the impact of hospital gardens on patients' well-being.
Regarding the validation of TPB in landscape restaurants, our study validates that AT, SN, and PBC have significantly positive impacts on the behavioral intention toward landscape restaurants. This finding is also consistent with the related literature. Han and Kim [34] presented that service quality, satisfaction, and overall image have significant effects on revisit intention for green hotels. Vassanadumrongdee and Kittipongvises [35] proposed that moral reflectiveness, conscientiousness, AT, SN, and PBC have positive effects on the behavioral intention for visiting green hotels.
The empirical result could offer both researchers and practitioners as a useful tool for fascinating theoretical and managerial implications. 
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Discussion
The empirical result could offer both researchers and practitioners as a useful tool for fascinating theoretical and managerial implications.
Theoretical Implications
The findings could be valuable for all those who would examine customer's behavior in landscape restaurants as it contributes to the development of TPB model related to the drivers prompting people's intention in a specific landscape restaurant. The locations of landscape restaurants are mostly in remote areas with long-distance transportation, thus spurring the application of TPB to identify the influential factors of customers' behavioral intention toward these restaurants. Hence, the current study validated the fitness of the ETPB in explaining customers' intentions to visit a landscape restaurant. Furthermore, this paper validated that the constructs of the traditional TPB model and one additional variable (LP&P) had significant impacts on customers' choices to visit a landscape restaurant. This finding is consistent with the extant studies suggesting that behavioral intention models, such as TPB, might incorporate other factors that aid the depiction of intentions [19] . This study develops the extended TPB (ETPB) incorporating LP&P as another influential factor of the behavioral intention toward landscape restaurants. The empirical findings from the customers' surveys suggest that LP&P-and not TPB-is the most influential factor on landscape restaurants. This result fills the gap in the literature by contributing ETPB to the decision-making model of landscape restaurants.
Specifically, beginning from the reflection of the general variables adopted in the TPB, the analysis confirmed the impacts of AT, SN, and PBC on consumers' BI in the landscape restaurant. This validated the robustness of the theoretical development by Ajzen [11, 18, 24] , and similarly to other literature. This study further proposed a revision of the ETPB by presenting one unique variable, LP&P, thus formulating the ETPB model in a landscape restaurant. This empirical finding extended the TPB into landscape restaurants, incorporating the new construct of landscape perception and preferences. This result suggests to researchers the prominence of not being restricted to the application of the TPB for the analysis of behavioral intention of landscape restaurants, but to develop a new theory on the basis of extant literature [10] . This model indeed denotes a theoretical development capable of identifying the variables to influence consumer behavior in the landscape restaurant sector. This new ETPB incorporates one extra variable regarding the characteristic of landscape restaurants and, thus, contributes to the literature a motivation for the development of other conceptual models offering their contribution to the innovativeness in consumer behavioral studies. Hence, the research is proposed to contribute to future development on behavioral marketing from applications of traditional theoretical models to through the inclusion of additional variables.
Sustainability is a broadly highlighted topic in the restaurant literature; it still seems to be at an early stage in the restaurant industry [20] . This work could contribute to an extended understanding of the pursuit of sustainable success in the setting of landscape restaurants. Further investigations into the different types of restaurants could provide empirical comparisons. The increased focus of academic research on the way to sustainability could offer useful models for restaurants' practices.
Practical Implications
This study has explored the ascendants of consumers' behavioral intention toward patronizing landscape restaurants. According to the empirical findings, LP&P, AT, SN, and PBC have positive impacts on BI in landscape restaurants. This work can be considered as an instrument to maximize the sustainable success of landscape restaurants. This empirical finding also aids restaurateurs in identifying the sustainable factors of their business and providing some managerial implications.
First, in terms of LP&P, consumers are focused on the idyllic settings of such restaurants as well as special landscape-related attractions. Here, the landscape is the most crucial element of such restaurants. This paper suggests that restaurateurs need to highlight landscape-related elements such as maintaining outdoor and indoor sceneries, creating a landscape atmosphere, and highlighting their restaurant's special attractiveness, in order to attract consumers to dine in this type of restaurant. Juan Ignacio and Yaiza [36] emphasized that consumers are willing to pay more for sustainable destinations. Attracting more customers through LP&P is thus a sustainable factor for landscape restaurants.
Meanwhile, restaurateurs need to be concerned with environmental protection during the establishment stage of the restaurant to avoid ecological damage. Some founders of landscape restaurants claimed that they paid attention to the conservation of water and soil in order to offer a sustainable space where people live in harmony with nature.
Second, as suggested by the empirical results, attention should be paid to attitude. The restaurateur needs to arouse the customers' emotional state, trying to act on their intention towards choosing what is sustainable, guiding them to believe that the behavior would be consistent with their thinking.
Due to attractive landscape features, consumers are able to experience a pleasant mood and feel a sense of pleasure and relaxation. Hence, the restaurateurs need to utilize social media, such as Facebook and Instagram, to deliver related photos and videos to customers. Many first-time visitors have probably obtained information about landscape restaurants from social mass media. Schiffman et al. [37] recommended that marketers can change consumers' attitude towards a product or brand by building a public image. Communicating with consumers about the benefits of casual dining in a landscape restaurant-such as relaxation and being good for one's health-through social media might probably be the most effective marketing strategy.
Waterlander et al. [38] claimed that monetary incentive strategies (such as coupons, discounts, price cuts, etc.) could provide consumers with real monetary benefits so as to establish consumer habits toward landscape restaurants. Verma and Chandra [39] suggested that media advertising and sponsorship programs are positive ways to draw customers to visit restaurants.
Third, in terms of SN, most media (newspapers, books, magazines, television, and billboards) convey that dining in landscape restaurants is a pleasant experience. This phenomenon shows the dominant influence of mass media on customers, followed by the impact of important people surrounding customers and, finally, the impact of important reference groups of consumers. Furthermore, SN also represents that the reputation of a restaurant is a crucial factor for clients. Customers' generated comments in social media or google maps can establish electronic word-of-mouth (e-WOM). Moreover, e-WOM and recommendations from relatives and friends or from social media substantially influence consumers' behavioral intention to dine in landscape restaurants. Restaurateurs need to manage their dialogues with customers, including replying to customers' comments within a certain period of time.
Wang et al. [40] proposed that tourists voluntarily and happily promote destinations and influence the decision-making of others by sharing their memorable experiences of destinations. Similarly, sharing dining experiences of landscape restaurants probably forms a subject norm and affects the behavioral intention of others. In recent years, the spread of e-WOM on online social media has generated a huge impact on customer behavioral intention. Marketers of landscape restaurants can thus utilize social media to encourage customers to share their dining experiences, attractive menu items, and unique landscapes to others. For example, liking the restaurant on Facebook or uploading dining photos is another useful marketing campaign to encourage visitors to landscape restaurants so as to enhance the subjective norm. In addition, establishing a fan page on Facebook also has benefits by spurring relatives and friends to click "like" on landscape restaurants.
Last but not the least, we note that PBC includes two types of definitions. The first definition is that customers have enough information to go to landscape restaurants and can select the targeted landscape restaurant. Restaurateurs should make good use of any types of media messages, such as social media, television programs, newspapers, and magazines, to introduce their restaurant's features and consumption information in order to make visitors feel that it is easier to receive the value proposition from their restaurant. In addition, it is also important to increase the transportation convenience of landscape restaurants, such as through clear directional signage, enough parking lots, shuttle buses to MRT stations or bus stops, and detailed mass transportation guides, all of which can enhance consumers' perceptual behavior control toward landscape restaurants.
The second definition of PBC is consumers' ability to reach landscape restaurants. A very important marketing strategy of landscape restaurants is also to clearly communicate with consumers on how to get there. Hence, restaurateurs need to provide an abundance of information related to traffic connections and parking guidance on their website for customer browsing in order to enhance consumers' perceived behavior control toward landscape restaurants. Advertisement is an effective communication tool for customers [41] . Wang and Fesenmaier [42] claimed that online societies on social media are changing tourism markets by opening direct and immediate communication among potential travelers themselves as well as between them and tourism organizations. In this newly emerging communication environment, shared information and experiences become greater essential factors to influence travelers' decision-making, and possibly more important than other traditional media-e.g., advertisements and brochures [43] .
DiPietro et al. [44] suggested that social media is a value-for-money method for advertising and marketing a restaurant's brand. A social networking site can be used for employees' recruitment, customer-generated comments and feedback on new menu items, new idea generation, and best practices benchmarking. Employees can also be utilized as brand ambassadors. Additionally, social media allows landscape restaurants to keep in touch with their customers on a regular basis to inform them of the latest information (i.e., opening a new outlet, rebuilding old ones, etc.). It is the most effective way to influence customers' PBC. Lee and Hu [45] note that a firm's reputation has a positive impact on its financial performance, highlighting the former's importance.
Limitations and Future Research
This study does have limitations that should be taken into account by future studies on this topic. This paper could extend coverage to respondents who have never been to a landscape restaurant and compare their results to those respondents who have been to landscape restaurants. This paper can further incorporate the demographic variables of customers in order to distinguish the segments of targeted customer for landscape restaurants. Moreover, this study does not go deeper into why customers prefer landscape restaurants that could offer detailed sustainable factors for further studies. Adopting qualitative analysis on landscape restaurateurs and their customers in the future would be helpful for this study.
